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Introduction

20
In the competitive tourism environment (Michopoulou and Buhalis 2008) and where the competitor is only one click away (Law 2009 ), hoteliers need to 40 allocate scarce resources thoughtfully (Schegg et al. 2013 ) .
41
Some players in the distribution network have been gaining advantages due to their and (iii) to reveal the amount of channels used as well as differences in the three 69 countries with regards to the portfolio of channels used.
70
In the following sections the literature review deals with setting the context of the 71 study by discussing the development of online distribution, ICT driven distribution 72 market developments, and power shifts in distribution networks. The results section 73 presents descriptive findings concerning the role of various distribution channels; 74 demonstrates the penetration rate and how many bookings are generated via 75 different online channels; deals with how many channels are used and the 76 distribution channel portfolio; and gives insights into differences between Germany,
77
Austria and Switzerland. Finally, the theoretical discussion is followed by managerial 78 implications. In terms of cross-cultural similarities Brodbeck et al. (2000) found that leadership 88 concepts are culturally endorsed. Austria, Germany and Switzerland share similar 89 cultural values and thus have quite similar patterns concerning leadership (Thill, 90 Venegas, and Groblschegg 2014). However, they differ concerning the importance of 91 "Humane Orientation" for outstanding leadership (Brodbeck et al. 2000) . This is 92 supported by Szabo et al. (2002) who revealed that in Switzerland the individual 93 drives the society while in Germany and Austria the system promotes the individual.
94
The countries also differ in terms of entrepreneurial orientation and organizational 
Power shifts in distribution networks
158
The market consists of a network of distribution channel members, which are related Table 1 , this means that in 227 many cases different websites are owned/operated by a few "travel-booking giants". This shows that one needs to look at OTA peculiarities of different countries. Austria and Switzerland we will focus on the following three research questions: The segmentation basis related to RQ3 is the usage of various distribution channels, 
549
As findings revealed differences between countries, strategies must be applied 550 accordingly (see Table 5 ). Based on the results of this study it is recommended that 
